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Use this guide to understand the 
responsibilities of your role in 
delivering accessible digital ads that 
contribute to a more inclusive web 
experience and deliver on the 
commercial business goal of reaching 
all audiences effectively.



Introduction to this document

Making your ads accessible is 

fundamental to creating an 

inclusive web experience and a 

business necessity for reaching 

all audiences. 

Adhering to these guidelines 

ensures your product reaches the 

widest possible audience while 

mitigating compliance risk.

Inaccessible ads not only exclude 

potential customers but can also 

interfere with the user's ability to 

operate the host page or platform.

Common examples of inaccessible ads 
include:

● Videos in which the product is not named and 

which have no audio description, so that visually 

disabled users never know what is being 

advertised

● Moving or flashing content without a pause 

control, which can trigger adverse physical 
reactions for users with vestibular or 

photosensitive conditions

● Text and key graphical elements with insufficient 

contrast, making them illegible to users with low 

vision or color blindness

● Ads that create a 'keyboard trap' or lack a visible 

focus indicator, preventing keyboard-only users 

from navigating the ad or the host page

● Tiny buttons and links which cannot be operated 

by people with motor disabilities like tremors
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Who this document is for

This document clarifies the specific accessibility duties for 

technical teams across the digital advertising supply chain:

Creative producers: in-house creative teams, 
agencies, production houses, platforms that 
generate ad content

Delivery tech partners: ad tech, SSPs, DSPs, 
platforms passing ads from buyers to publishers

Publishers: websites and apps with advertising 
slots, social media platforms, search platforms 
where the ad is displayed

In digital programmatic advertising, most accessibility 

compliance is the responsibility of the Creative Producers. The 

Delivery Tech Partners and Publishers are primarily responsible 

for ensuring the ad’s built-in accessibility is not broken during 

delivery or display. Apart from specific, page-level requirements, 

their core duty is defined by the ‘Preserve or Improve’ principle. 

● Preserve: The aim is to deliver the ad creative intact, ensuring 

its accessibility features are not broken, stripped or 

suppressed by the delivery mechanism or host page.

● Improve: Recognising that not all creatives are accessible, 

partners are encouraged to provide accessible default 

solutions or flag non-compliant creatives to the Producer.

Important note: In the case of ad platforms (such as from Google and Meta) and ad tech where ad creation is 
partially handled by their technology (such as Smartly and Celtra), the responsibilities for Creative Producers apply.
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How this document was made

The Web Content Accessibility Guidelines (WCAG) from the 

W3C has long been considered the standard for defining 

digital accessibility and making sure users can perceive, 

operate and understand content. 

The European Accessibility Act (EAA) mandates that EU 

member states legally require digital accessibility across 

many products and services. While the EAA does not explicitly 

name advertising, many organisations consider ads to fall 

within its scope and are moving to ensure compliance.

As WCAG is technology-agnostic and content-neutral, its 

requirements apply to all digital content, including 

advertisements, even if they are not explicitly named in the 

guidelines.

Explore WCAG guidance in full

Explore WCAG guidance in full

Therefore, in the absence of official definitions from WCAG or the EAA, 

this document maps the WCAG Success Criteria to the perceived roles 

within the ad production, delivery and display process to clarify 

accountability across the supply chain.

WCAG Principles as they apply to digital advertising:

● Perceivable: Ads are presented in ways users can perceive.

● Operable: Ads do not interfere with keyboard navigation or trap focus.

● Understandable: Ads are not misleading or confusing.

● Robust: Ads are compatible with assistive technologies.

We have aimed to indicate a reasonable level of accessibility that 

balances the benefit to the user with the complexity involved from the 

advertising supply chain. In some cases, this means we have selected 

AAA compliance, and in others we have selected AA.
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Requirements and responsibilities by role in advertising: Perceivable

Requirement What it does Creative producer responsibility Delivery Tech Partner (SSP/DSP) / 
Ad Platform responsibility

Publisher (Open Web) / 
Ad Platform responsibility

Alt text Provides a text description of 
images in the ad for screen 
readers

Code all meaningful images with a descriptive alt attribute. 
Mark decorative images with alt="". For functional images 
such as image links the alt text should describe the 
destination or function. Supply and input descriptive Alt 
Text for all image and video assets via a platform's 
required field.

Deliver code and structure without stripping alt attributes 
or other semantic content.

Ensure page code and wrappers do not strip or interfere 
with the ad's semantic HTML. For native ads, ensure the ad 
creation interface offers a dedicated field for inputting Alt 
Text for all uploaded media assets, and ensure the 
provided alt text is properly inserted into the final ad unit's 
code.

Captions Provides on-screen text for any 
speech or important sounds in 
a video ad

Produce and either embed timed captions or upload a 
compatible caption file (e.g., .SRT, .VTT) to the platform.

Deliver the video player and associated caption files 
without interference.

Ensure the video player supports displaying uploaded 
caption files (e.g., .SRT, .VTT) and includes standard, 
accessible caption controls. Ensure the hosting 
environment allows all necessary video/caption files to 
load.

Transcripts A separate text document of all 
audio content in a video or 
audio ad

Provide a link to a separate, accessible text transcript, or 
use the ad copy field to provide a full transcript.

Ensure the transcript is delivered uncorrupted and if a URL 
it is clickable.

Ensure the page allows external links to the transcript to 
open and function correctly, or clearly display transcript 
content if provided in a dedicated text field. 

Audio 
description

An extra audio track for video 
ads describes important visual-
only action

Create audio description of important visual content for 
video.

OR use audio-led narrative.

Deliver the video player and audio track data without 
modification.

Ensure the native video player supports and allows users to 
select an alternative audio track if provided by the Creative 
Producer. If not using a native video player, ensure the 
video player functions fully within the ad slot or provide 
audio description functionality.

Information 
and 
relationships

The ad uses proper HTML (like 
heading tags) so screen 
readers understand the ad's 
structure

Code ads with semantic HTML for structured content such 
as headings, lists and tables.

Deliver code and structure without stripping semantic tags 
or ARIA attributes.

Ensure page code does not interfere with the ad's semantic 
HTML structure.

Meaningful 
order

A screen reader user will 
experience the ad's elements in 
a logical order

Ensure the HTML's DOM order uses a logical reading order. Deliver the ad creative's code without changing the DOM 
structure.

Ensure page scripts do not arbitrarily re-order content 
within the ad's iframe.
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Requirements and responsibilities by role in advertising: Perceivable

Requirement What it does Creative producer responsibility Delivery Tech Partner (SSP/DSP) / 
Ad Platform responsibility

Publisher (Open Web) / 
Ad Platform responsibility

Not relying on 
sensory 
characteristics

Instructions in the ad don't rely 
only on shape, size, colour, 
location or sound (e.g., "Click 
the 'Submit' button," not "Click 
the red button")

Design ad instructions with clear text, not just visual cues 
(e.g., "Click the 'Submit' button," not "Click the red button").

Deliver the ad's code and copy unaltered. Deliver the ad's code and copy unaltered. If providing 
options, ensure those options meet this requirement.

Orientation The ad displays correctly when 
the user rotates their mobile 
device (portrait/landscape)

Ensure the ad's responsive design works in both portrait 
and landscape mode without locking the user's screen.

Do not impose fixed dimensions that lock the ad's 
responsiveness during rotation.

Ensure the page's CSS and ad containers do not lock 
orientation or break the ad's layout on rotation.

Identify input 
purpose

Ads with forms use auto-fill 
attributes (like name/email), 
such as in a lead-gen ad

Code form fields in lead-gen ads with the correct 
autocomplete attributes (e.g., autocomplete="email").

Deliver the ad code without stripping the autocomplete 
attributes from forms.

Ensure browser settings or page scripts do not disable 
form auto-filling for the ad's forms. If providing options, 
ensure autocomplete attributes are associated with those 
options.

Not relying on 
use of colour

Colour alone is not used to give 
information (e.g., an error 
message also has text, it isn’t 
just red)

Design the ad so that colour is not the only way 
information is given (e.g., an error message must also have 
text, not just be red).

Deliver the ad's code and assets unaltered. Deliver the ad's code and assets unaltered.

Ability to stop 
auto-playing 
audio

If an ad's audio auto-plays, the 
ad includes a visible 'mute' or 
'stop' button if longer than 3 
seconds

Code a clearly visible and accessible 'mute' or 'stop' button 
if audio plays for more than 3 seconds.

Ensure platform policies (often set at the exchange level) 
correctly flag and permit/block auto-playing audio.

Ensure the player controls in the ad are fully functional.

Colour contrast Text in the ad is easy to read 
against its background

Design ads with the required contrast ratio (depending on 
your choice of AA or AA compliance) between text and 
background.

Deliver the ad's code and CSS unaltered. Deliver the ad's code and CSS unaltered or ensure any 
default delivery settings have acceptable contrast.
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Requirements and responsibilities by role in advertising: Perceivable

Requirement What it does Creative producer responsibility Delivery Tech Partner (SSP/DSP) / 
Ad Platform responsibility

Publisher (Open Web) / 
Ad Platform responsibility

Non-text 
contrast

Important graphics in the ad 
(like a button's border) are easy 
to see

Design ads with the required contrast ratio between design 
elements and background. This includes buttons, chart 
elements, and any other visual elements essential for 
understanding or interacting with the content.

Deliver the ad's code and CSS unaltered. Deliver the ad's code and CSS unaltered or ensure any 
default delivery settings have acceptable contrast.

Text resizable Ad text is resizable to 200% 
without losing content or 
functionality

Code all text using relative units (like rem or em), not 
pixels, so it can be resized by the user's browser zoom.

Ensure delivery scripts do not inject CSS that would 
override or break the ad's text scaling.

Ensure page-level CSS does not disable user-zoom or set 
fixed sizes on the ad container.

Images of text The ad doesn’t rely on a static 
picture of text (like a JPG for a 
button); it uses real HTML text

Avoid relying on text baked into images and use actual text 
instead or in addition to images. Use live, HMTL-based text 
and web-safe fonts whenever possible.

Deliver the ad's HTML and images unaltered. Deliver the ad's HTML and images unaltered. 

Reflow Ad content reflows without 
losing content or functionality, 
or requiring horizontal 
scrolling, when zoomed in by 
400%.

Code the ad using responsive design so it reflows at 400% 
zoom without horizontal scrolling.

Ensure wrapper iframes do not apply fixed widths or 
overflow rules that break the ad's ability to reflow.

Ensure the page's ad slot container allows the ad to expand 
vertically as needed when zoomed.

Text spacing The ad's layout does not break 
if a user increases the spacing 
between letters and lines

Code the ad's layout to be robust enough to not break if a 
user applies custom text spacing via browser tools.

Deliver the ad's CSS unaltered. Deliver the ad's CSS unaltered.

Content on 
hover or focus

If a tooltip appears on hover in 
the ad, it is easy to dismiss and 
interact with

Code any tooltips or pop-ups in the ad to be dismissible 
(e.g., with 'Esc'), hoverable, and persistent.

Deliver the ad's event handlers and scripts unaltered. Deliver the ad's event handlers and scripts unaltered.

7

https://www.w3.org/WAI/WCAG22/quickref/#non-text-contrast
https://www.w3.org/WAI/WCAG22/quickref/#non-text-contrast
https://www.w3.org/WAI/WCAG22/quickref/#non-text-contrast
https://www.w3.org/WAI/WCAG22/quickref/#non-text-contrast
https://www.w3.org/WAI/WCAG22/quickref/#resize-text
https://www.w3.org/WAI/WCAG22/quickref/#images-of-text
https://www.w3.org/WAI/WCAG22/quickref/#reflow
https://www.w3.org/WAI/WCAG22/quickref/#text-spacing
https://www.w3.org/WAI/WCAG22/quickref/
https://www.w3.org/WAI/WCAG22/quickref/


Requirements and responsibilities by role in advertising: Operable

Requirement What it does Advertiser/producer responsibility Delivery Tech Partner (SSP/DSP) / Ad 
Platform responsibility

Publisher (Open Web) / Ad Platform 
responsibility

Keyboard 
access

Every interactive part of the ad 
(like the CTA button) is usable 
with only the keyboard and 
does not rely on mouse use.

Ensure every interactive element (links, buttons, form 
fields) is 100% reachable and usable with the keyboard.

Deliver the ad's code that enables keyboard access 
unaltered.

Deliver the ad's code that enables keyboard access 
unaltered.

No keyboard 
trap

A keyboard user is able to 
move focus into and out of the 
ad or popup and any 
interactive elements in it. They 
are never trapped.

Ensure keyboard focus is never trapped. Focus can be 
restricted to, for example, a dialog, but there must be a 
mechanism to exit this such as a close button.

Ensure any wrappers, containers or SDKs used for ad 
delivery or display do not create a "focus jail" and allow 
focus to pass cleanly to and from the host page.

Ensure the page's code and ad slot iframes allow focus to 
enter and exit the ad smoothly.

Character key 
shortcuts

Users of assistive tech such as 
screen readers can use that 
program’s shortcuts reliably.

Do not create character key shortcuts for an ad. Ensure no character key shortcuts are delivered in the 
ad’s code.

Ensure no character key shortcuts are published in the 
ad’s code.

Timing 
controls

If an ad has a time limit (e.g., 
on a form), the user is able to 
pause or extend it.

Code any time-limited content (e.g., a form in the ad) with 
controls to pause, stop, or extend the time limit.

Deliver the ad's scripting and UI controls unaltered. Deliver the ad's scripting and UI controls unaltered.

Controls for 
moving 
content

If the ad has any moving 
content like a carousel, video 
or animation, it includes a 
'pause' or 'stop' button

Code a visible pause, stop, or hide button for any moving, 
blinking, or scrolling content (like a carousel).

Deliver the ad's scripting and UI controls unaltered. Deliver the ad's scripting and UI controls unaltered.

Avoid 
flashing 
content

The ad's animation does not 
flash in a way that could 
trigger seizures

Design all animations to be free of flashes or to flash no 
more than three times per second.

Deliver the ad's content and animation files unaltered. Deliver the ad's content and animation files unaltered.

Focus order The focus order for keyboard 
users is logical when pop-ups 
open or when the user “Tabs” 
through the ad.

Ensure the DOM is structured so the 'Tab' order moves 
logically into and through the ad, matching the visual 
layout.

Deliver the ad creative's code without changing the DOM 
structure.

Deliver the ad creative's code without changing the DOM 
structure.

Link 
destinations 
clear

The ad's button text (CTA) 
clearly states what happens on 
click (e.g., "Shop Now," "See 
the deals")

Write clear, descriptive CTA button and link text (e.g., 
"Shop All Sale Items," not "Click Here").

Deliver the ad's copy and link text unaltered. Deliver the ad's copy and link text unaltered. If providing 
options, ensure they meet this requirement.
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Requirements and responsibilities by role in advertising: Operable

Requirement What it does Advertiser/producer responsibility Delivery Tech Partner (SSP/DSP) / Ad 
Platform responsibility

Publisher (Open Web) / Ad Platform 
responsibility

Headings and 
labels

The ad's text uses clear labels 
for form fields and clear 
headings for different sections

Make sure form field labels describe the form fields, and 
headings describe the content they head.

Deliver the ad's semantic HTML and form elements 
unaltered.

Deliver the ad's semantic HTML and form elements 
unaltered.

Focus visible When a user 'Tabs' to an 
interactive element, a clear 
visual outline (a "focus ring") 
appears

Ensure all interactive elements show a clear visual outline 
(a "focus ring") when Tabbing to them. Do not use outline: 
none.

Deliver the ad's CSS without overriding the focus styles. Ensure global page CSS (like *:focus { outline: none; }) 
does not override and hide the ad's focus ring.

Focus not 
obscured

Focused elements on the page 
(such as a link or button) are 
not hidden by pop-up ads. A 
focused element in the ad is 
not hidden by another element 
(like a pop-up within the ad).

Ensure that when an element receives focus, it is not 
covered by another element (like a pop-up within the ad).

Deliver the ad's code and CSS unaltered. Ensure page elements like "sticky headers" or "cookie 
banners" do not scroll over or cover the ad slot.

Gesture 
alternatives

If the ad uses a "swipe" (like a 
carousel), it also offers simple 
'click' buttons (e.g., arrows)

Code any gesture-based controls (like a swipeable 
carousel) with simple, clickable alternatives (e.g., arrow 
buttons).

Deliver the ad's code and alternate UI controls unaltered. Deliver the ad's code and alternate UI controls unaltered.

Pointer 
cancellation

An ad's click action happens 
on "mouse up," not "mouse 
down," letting a user change 
their mind by sliding their 
finger off the button

Code all click events to fire on "mouse up" or "tap release," 
not "mouse down," to allow users to cancel an action.

Deliver the ad's event handlers and scripts unaltered. Deliver the ad's event handlers and scripts unaltered.

Label in name The button's code 'name' must 
include its visible text label, so 
voice recognition software can 
activate it.

Ensure the programmatic "Accessible Name" (e.g., aria-
label) of a button matches its visible text label.

Deliver the ad's code, including ARIA attributes, unaltered. Deliver the ad's code, including ARIA attributes, unaltered.

Dragging 
movements

If an ad has a "drag-and-drop" 
feature, it also has a simple 
'click' alternative

Code any drag-and-drop feature with a simple, click-
based alternative (e.g., "up/down" buttons).

Deliver the ad's code and alternate UI controls unaltered. Deliver the ad's code and alternate UI controls unaltered.

Minimum 
target size

All buttons and links in the ad 
are large enough to be easily 
tapped, especially on mobile.

Design all buttons, links, and other tap targets to be a 
minimum of 24x24px.

Deliver the ad's code and CSS sizing unaltered. Deliver the ad's code and CSS sizing unaltered.

Ensure any native ad template automatically renders 
buttons and links to meet the minimum tap size 
requirement. 9
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Requirements and responsibilities by role in advertising: Understandable

Requirement What it does Advertiser/producer responsibility Delivery Tech Partner (SSP/DSP) / Ad 
Platform responsibility

Publisher (Open Web) / Ad Platform 
responsibility

Language of 
content

The ad's code declares its 
language (e.g., lang="en") so 
screen readers pronounce 
words correctly

Code the lang attribute (e.g., lang="en") on the ad's <html> 
tag.

Any parts of an ad that are in a different language also 
have a lang attribute to specify that language.

Deliver the ad creative's <html> tag without stripping the 
lang attribute.

Ensure page code does not strip the lang attribute from 
the ad's iframe.

Clear 
language

The ad's copy is simple and 
easy to understand, using 
direct wording

Write all ad copy to be as simple, clear, and direct as 
possible. Avoid jargon.

Deliver the ad's copy unaltered. Deliver the ad's copy unaltered.

On focus The ad does not trigger a pop-
up or other big change just 
because a user 'Tabbed' to 
one of its elements

Code the ad so that only receiving focus (Tabbing to an 
element) does not trigger a major change (like a pop-up).

Deliver the ad's event handlers and scripts unaltered. Deliver the ad's event handlers and scripts unaltered.

On input In a lead-gen ad, the form 
does not auto-submit just 
because the user changed a 
field; it waits for them to click 
"Submit."

Code all forms so that inputting data (typing in a field or 
choosing from a dropdown) does not trigger a major 
change (like auto-submitting).

Deliver the ad's event handlers and scripts unaltered. Deliver the ad's event handlers and scripts unaltered.

Consistent 
help

Help features (such as “Why 
am I seeing this ad?” work the 
same everywhere and are easy 
to find

None. None. Design any help features (like tooltips or '?' icons) to be in 
a consistent, predictable location in all ads on the 
site/app.

Error 
identification

If a user makes a mistake in 
an ad's form, the error (e.g., 
"Invalid email") is clearly 
explained in text

Code any lead-gen forms to clearly identify errors in text, 
not just with colour.

Deliver the ad's code and CSS unaltered. Deliver the ad's code and CSS unaltered.

Labels or 
instructions

Form fields have clear labels 
and instructions describing 
their purpose and how to 
complete them

Ensure all form fields in a lead-gen ad have a persistent, 
visible <label>.

Deliver the ad's semantic HTML and form elements 
unaltered.

Deliver the ad's semantic HTML and form elements 
unaltered.

Error 
suggestion

Where possible, the ad's form 
error message suggests how 
to fix the mistake.

Code form error messages to provide suggestions for 
correction (e.g., "Please include an @ in your email 
address").

Deliver the ad's code and copy unaltered. Deliver the ad's code and copy unaltered.
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Requirements and responsibilities by role in advertising: Robust

Requirement What it does Advertiser/producer responsibility Delivery Tech Partner (SSP/DSP) / Ad 
Platform responsibility

Publisher (Open Web) / Ad Platform 
responsibility

Name, role, 
value

The ad's code uses correct 
HTML and ARIA markup to tell 
assistive tech what every 
interactive element is (e.g., 
"button"), what it's for (e.g., 
"Submit"), and its state (e.g., 
"checked")

Code all components (especially custom ones) with ARIA 
to tell assistive tech their name, role (e.g., "button"), and 
state (e.g., "checked").

Deliver the ad's code, including all ARIA attributes, 
unaltered.

Deliver the ad's code, including all ARIA attributes, 
unaltered.

Status 
messages 
must be 
communicate
d to AT

If the ad shows a status 
message such as "Loading..." 
or "Form submitted!", it must 
use code to announce that 
message to screen readers

Code any status updates (e.g., "Form submitted!") using an 
aria-live region so they are announced by screen readers.

Ensure all visible user feedback (e.g., form submitted, 
error) is communicated via live text for the platform to 
announce to assistive technology.

Deliver the ad's code, including aria-live attributes, 
unaltered.

Deliver the ad's code, including aria-live attributes, 
unaltered.
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